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1. Course Objectives and Syllabus

How corporate reputation can be defined? What are its linkages with corporate
performance? How can corporate reputation be lost and how can it be recovered? Does
the top executives’ personality count in shaping corporate reputation?

The course aims at providing students with both theoretical and practical insights on the
management of corporate reputation. The course will addressed the proposed questions
through mainly focusing on the following topics:

Corporate Reputation: Theoretical Underpinnings
The Role of Reputation within Corporate Strategy
Defending Reputation

Corporate Crisis and Turnaround

Corporate Reputation and Performance

The Personality Factor

2. Teaching Methods

Institutional lectures and case study presentations.

3. Evaluation
Written Exam (70%) — Group Works Presentations (30%).
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5. Course Scheduling

Month | Date | Time Topic References
July 1 6-10 Corporate Reputation: Theoretical | Davies et al. (2003), Chapter 2,
pm Underpinnings 3.
Case study: Naturewise Apparel (class | Sonnenfeld (1994)
discussion)
Defending Reputation: Crisis | Davies et al. (2003), Chapter 5.
Management
July 2" 6-10 Corporate Crisis Mellahi, Wilkinson (2004)
pm
Case study: The Fiat Experience (Class | Abatecola (2009)
discussion)
Corporate Turnaround Lohrke et al. (2004)
July 3™ 9-14 Group Works (Class preparation) Mitroff (2002), Pre-reading
am
July 15" [ 6-10 Corporate Reputation and Corporate | Denis, McConnell (2003)
pm Governance
Financial Scandals: The Parmalat Case Ferrarini, Giudici (2005)
July 16™ | 6-10 Corporate Reputation and Performance: | Hambrick, Mason (1984),
pm The Personality Factor Abatecola et al. (2009)
Case study: Napoleon’s tragic march | Kroll et al. (2000)
home from Moscow
Class discussion
July 17th | 9-14 Group Works (Students’ Presentations)
pm




